This study contributes to a deeper understanding of the impact of different factors on consumer buying behaviour. It analyses the relationship between several independent variables, such as cultural, social, personal, psychological and marketing mix factors, and consumer behaviour (as the dependent variable) in the electric appliances market.
Introduction
For companies to attain commercial success, it is important that managers understand consumer behaviour. The relationship between consumer behaviour and marketing strategy is emphasised because the success of companies' marketing strategies depends upon managers' understandings of consumer behaviour (understanding of consumer behaviour is especially important during a recession -see Kotler and Caslione (2009) . Consumer buying decisions indicate how well the company's marketing strategy fits market demand.
Thus, marketing begins and ends with the consumer.
The study of customer behaviour is based on consumer buying behaviour, with the customer playing three distinct roles: user, payer and buyer. Research has shown that consumer behaviour is difficult to predict, even for experts in the field (Armstrong & Scott, 1991) . Consumer behaviour involves the psychological processes that consumers go through in recognising their needs, finding ways to solve these needs, making purchase de-
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Consumer behaviour research attempts to understand the buyer decision-making process, both individually and collectively. It studies individual consumer characteristics such as demographics and behavioural variables in an attempt to understand people's wants. Consumer behaviour research allows for improved understanding and forecasting concerning not only the subject of purchases but also purchasing motives and purchasing frequency (Schiffman & Kanuk, 2007) . One of the current fundamental assumptions in consumer behaviour research is that individuals often purchase products for their subjectively perceived values rather than their primary functions (Stávková, Stejskal & Toufarova, 2008) . This does not mean that the products' basic functions are not important, but that the contemporary role of a product is more than its basic use-value (Solomon, 2004) . Frequently, consumers do not rate products according to their core attributes (i.e., the primary utility they provide) but, above all, according to the so-called real product (i.e., a particular products' qualities) and the extended product, which represents the set of intangible factors that confer a desired perceived advantage on the consumer -including image, consultancy, and after-sale service (Foret & Procházka, 2007) .
In sum, modern marketers first attempt to understand consumers and their responses and then study the basic characteristics of their behaviour. Studying consumer behaviour helps to ascertain who the customers are, what they want, and how they use and react to the product. The wants of the customer are carefully studied by conducting surveys on consumer behaviour.
Factors Influencing Consumer Behaviour
The stimulus-response model (or the black box model) is a well-developed and tested model of buyer behaviour and is summarised in the diagram below (see fig.   1 .). The black box model shows how stimuli, consumer characteristics, decision processes and consumer responses interact. The stimuli can be distinguished between interpersonal stimuli (between people) or intrapersonal stimuli (within people) (Sandhusen, 2000, pp. 218-219) . The black box model is related to the black box theory of behaviourism, where the focus is not on the processes inside a consumer but the relationship between the stimuli and consumer responses.
Marketing stimuli are planned and produced by firms, whereas the environmental stimulus is generated by social factors, based on the economic, political and cultural circumstances of a society. The buyer's black box contains the buyer's characteristics and the decision process, which determines the buyer's response.
Fig. 1: The Black Box Model of Consumer Behaviour
Source: own elaboration based on Keegan et al. (1992: 193) Marketing mix
Internal influences
• Beliefs/attitudes/values
Decision-making process These factors are identified to discover the impacts they have on consumer behaviour and assist marketers with selecting consumer targeting strategy. Therefore, these factors are used to segment the market and target specific consumer groups. The aim of this paper is to understand the influences of the factors that were measured in a survey on purchasing behaviour.
Types of Consumer Behaviour
Studies suggest that customers generally go through a five-stage decision-making process whenever they make a purchase. This is summarised in fig. 2 Obaidat, 1995; Stávková, Stejkal, Toufarová, 2008; Suleiman, 2000 . Perception It is the process by which people select, organise and interpret information to form a meaningful picture of the world.
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Learning
When people act, they learn. Learning can be described as changes in an individual's behaviour arising from experience.
Marketing mix Product
It is a tangible good or an intangible service that is mass produced or manufactured on a large scale with a specific volume of units.
Price
The price is the amount a customer pays for the product.
Promotion
It represents all of the communications that a marketer may use in the marketplace. Promotion has four distinct elements: advertising, public relations, personal selling and sales promotion.
Placement A way of getting the product to the consumer and/or how easily accessible it is to consumers.
Note: Own elaboration based on (Hasslinger, Hodzic, Obazo, 2007; Kotler and Armstrong, 2007; Stávková, Stejkal, Toufarová, 2008. 10.5709/ce.1897-9254.52 DOI: CONTEMPORARY ECONOMICS Vol. 6
Issue 3 76-86 2012 case, the information search process begins. A customer can obtain information from several sources: personal sources (family, friends), commercial sources (advertising, retailers, packaging), and public sources (newspapers, magazines, radio, television, Internet). The usefulness and degree of influence of each of these sources of information will vary by product and by consumer. It is worth noting that marketers today have a greater degree of control over the information that is provided (or is not provided) to consumers and the manner in which this information is presented (Kivetz & Simonson, 2000) .
In the evaluation stage, the customer must choose between alternative brands, products and services. An important determinant of the extent of the evaluation is whether the customer feels "involved" in the product. A buyer's level of involvement determines why s/ he is motivated to seek information about a particular product or brand while virtually ignoring others. The involvement level, as well as other factors, affects an individual's choice of one of three types of consumer buying behaviour: routine response behaviour, limited decision making, and extended decision making (Pride & Ferrell, 2007, pp. 177-179) . Table 3 The most complex type of buying behaviour, extended decision making, occurs when purchasing unfamiliar, expensive, or infrequently purchased products (e.g., a computer, television, car or house). Consumers spend substantial amounts of time researching a large number of potential options before they buy. They speak with trusted friends, family, colleagues and sales professionals and read reviews and ratings online and in consumer magazines. Consumers participating in an extended decisionmaking process typically take more time to make a final purchase decision and spend more time researching their options. Many of these consumers experience cognitive dissonance. Extended decision making is frequently used for purchasing high-involvement products.
Purchasing a particular product does not always elicit the same type of problem solving process. Most consumers occasionally make purchases solely on impulse, rather than on the basis of any of these three buying behaviours. Impulse buying is an unplanned decision to buy a product or service, made just prior to a purchase. Such purchases range from small (chocolate, candy, gum) to substantially large (clothes, jewellery, art) and sometimes lead to problems such as financial difficulties, family disapproval, or feelings of guilt or disappointment (Business Dictionary, 2012).
For more information on this topic, see Wood (2005) . 
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Study Goals and Objectives
The purpose of this study is to determine the factors that affect consumer preferences and behaviour in the electric appliances market in Iraq. There are few studies related to these products, and this is the first study that has attempted to explore the growing electric ap- 
Study Methodology
The aim of the survey was to obtain information regarding the influences of the above-mentioned factors (see H5: the product factor has a strong association with consumer behaviour.
H6: the price factor has a strong association with consumer behaviour.
H7: the promotion factor has a strong association with consumer behaviour.
H8: the place factor has a strong association with consumer behaviour.
Tests of the hypotheses were confined to the primary data collected from the area of Basra (the second largest city in Iraq with an estimated population of two million). 
Instrument and Study Sample
The data employed to analyse the factors influencing consumers' purchase decision-making processes were obtained through a marketing survey. The instrument used to collect the primary data was a questionnaire.
The authors selected this tool because of its numerous advantages. Because each respondent receives the same questions and an interviewer is not present, the process is identical for each respondent. One advantage of using a questionnaire is that it reduces errors made by an interviewer while recording the responses.
Questionnaires guarantee confidentiality; hence, respondents act without any fear or embarrassment.
Another advantage is that the interviewer, whose personal appearance, mood or conduct may influence the results of an interview, is not present when the questionnaire is being completed (Burns, 2000, p. 566). Furthermore, a questionnaire is a quick and efficient way to obtain information from a large number of consumers. However, designing a questionnaire is complex and time-consuming, and the quality of the data that are collected is determined by the quality of the questionnaire. 
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36% of respondents had monthly incomes in excess of 1 million Iraqi dinars (ID), 43% had monthly incomes between 500,000 and 999,000 ID and 21% received less than 499,000 ID per month. Concerning sex, 56% of the respondents were male and 44% were female. Of the 176 people who completed our questionnaire, 6.0% were between the ages of 18-24, 28.5% were between 25-34, 34.0% were between 35-44, 21.5% were between 45-54 and 10%
were over 55 years old. Regarding education level, the majority of respondents had received higher education (58.8%), 21.6% received secondary education, 12.6% received intermediate education, 5.0% received primary education and only 2.0% have no formal education.
Results and Discussion
Cronbach's alpha (a measure of internal consistency or how closely related a set of items are) was used to assess the inter-item reliability for each variable. As reported in table 4, Cronbach's alpha scores were over 0.75, suggesting that the items have a relatively high degree of internal consistency (note that a reliability coefficient of 0.70 or higher is considered "acceptable" in most social science research (Hair et al., 2006) ). were less than 0.05. Therefore, we can conclude that there was a statistically significant correlation between each factor and consumer behaviour. 2. To find the relationship between cultural and personal factors and different types of consumer behaviour, a one-way ANOVA was used. Data that represented these factors were divided into three groups: education (a cultural factor), age and 
Conclusions and Future Research
This research contributes to the understanding of consumer buying behaviour in the electric appliances market. The major findings of the study indicated that the overall set of independent variables was weakly associated with the dependent variable. However, the in-depth analysis found that social factors, physical factors, and marketing mix elements were strongly associated with the buying behaviours of Iraqi consumers. These analyses make it possible to discover consumer decision-making rules. Moreover, our analysis helped us to identify several promising directions for future research. The primary goal of this future research will be to develop methodological bases for consumer behaviour analysis using Multi-Agent Based Simulation (MABS) and simulation tests using the developed methodology. As a result of our research, we plan to develop a computer simulation model that will allow us to investigate consumer behaviour. The simulation model of the electric appliances market will be elaborated with a multi-agent approach.
